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Hospitality and tourism industry has joined a spurt of massive growth all over the world. More 
destinations, new types of tourists, new management practices as well as brand new 
technological tools are developed in order to enrich the tourism product. Thus, tourism 
enterprises are called to face and follow this massive development. The establishment of 
effective sales processes in order to compete in the global market has become significant. In 
this continuously progressing environment, sales representatives should focus on their 
organizational goals in order to gain a competitive advantage and increase sales.  
The increase of sales is of primary importance for every organization in hospitality and 
tourism industry. The present dissertation aiming in the investigation of the importance of 
personal selling as a sales process in city hotels at Thessaloniki, Greece. Thessaloniki is a 
modern city and the biggest urban center of northern Greece. Tourism has flourish in 
Thessaloniki over the last years resulting in the increase of new tourism enterprises. 
By conducting semi-structured interviews with sales managers and sales representatives in 
Thessaloniki, Greece, the present dissertation examines the way salespeople of the city, 
consider the personal selling to be vital for gaining organizational goals.  
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The last few decades, travel and tourism is a multiplex industry that involves a broad range 
of businesses, organizations, and government agencies. Sales and marketing practices 
constitute a wide and important field in the operation of every tourism enterprise. Marketing 
and sales differ greatly, but generally target the same organizational goal. Selling is the final 
stage in marketing which puts the plan into effect. Due to the rapid technological 
development, new sales practices and means have entered the tourism sector. Personal 
selling is supposed to be one the most common and effective sales process, mostly due to 
the immediate personal interaction it offers.  
1.1 Sales and management through the years 
For a long time, the most common sales approach was the one of the transactional selling. 
This approach is a combination of various transactions, each one including separate 
organizations going into an independent transaction, that delivers a product or service in a 
view to create benefits. In today’s highly competitive environment, clients acknowledge that 
there are also benefits in building relationships with their suppliers and this led to relationship 
selling approaches. Modern tourism enterprises should focus on sales management, which is 
of primary importance if they want to succeed. In a case that significant trends rise, such as 
changes in financial condition of the organization, sales managers should respond with new 
selling practices.  
Personal selling is one of the most effective components of the marketing mix due to the fact 
it communicates the vision of the organization directly to the customers. During the last 
decade, sales management faced noticeable changes driven by various forces such as 
behavioral, technological, and economical. These changes forced salespeople to alter the 
way they understand, prepare for, and accomplish their tasks in order to reach the 
organizational goals. Regarding the behavioral forces, salespeople have to meet customers’ 
expectations, face the globalization of markets, and focus on different target groups. 
Technological forces include better management information systems, the existence of 3D 
technology and online sales channels. Regarding the economic forces, each hospitality 
organization have to deal with interest rate, employment, inflation rate, political changes, and 
natural disasters. 
As mentioned above, personal selling is one of the most common and effective sales 
processes, and it is vital for every organization in the hospitality and tourism industry to be 
able to observe and adopt different sales practices. Therefore, it is essential to understand 




1.2 Aims of dissertation thesis  
The dissertation aims to investigate the importance of personal selling as a sales process in 
city hotels. This research is worth to be accomplished since the increase of the occupancy 
through sales is of primary importance for every tourism business. The research method 
chosen is empirical. First, primary, and secondary data would be collected and analyzed and 
afterwards, a qualitative interview is conducted. The results are collected and evaluated, and 
finally, the conclusions and recommendations for further study will be reported. 
2.    LITERATURE REVIEW  
2.1 Tourism and Hospitality Industry  
UNWTO defines tourism as “a social, cultural and economic phenomenon, which entails the 
movement of people to countries or places outside their usual environment for personal or 
business/professional purposes”. For some people, tourism stands for leisure and fun, 
summer holidays or city breaks away from work. While for others, tourism represents a 
source of income; it is a worldwide industry that brings employment to millions of people, any 
time of the year. Therefore, research it, analyze it and study it, is of primary importance for 
everyone who is related to this field.  
“Tourism has emerged as a major economic sector and source of social and environmental 
change since the 1950s. It has also become a field of serious research and scholarship in 
many academic disciplines since 1970s. The patterns of tourism development in different 
parts of the world reflect the histories and cultures of those regions and nations, but tourism 
is a nearly universal phenomenon […] it is an important source of wealth for many nations 
[…] (it) becomes a high priority for many people” (Robinson, Lück and Smith, 2013). The 
above statement stresses the importance of tourism, which has increased tremendously over 
the years, and its various roles all over the world.  
There are five essential characteristics which should be defined in order to fully understand 
the term: 
- intangibility – tourism services have no physical dimension. There is no tangible product, 
that the customer can see, smell, touch until he purchases it. 
- heterogeneity – each tourism service experience is unique because it varies from producer 
to producer and from customer to customer. 
- inseparability – tourism services are first sold and then produced and consumed at the 
same place and time. 
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- perishability – tourism services cannot be kept in stock or stored or resold at a later point in 
time. 
- lack of ownership – when a customer purchase tourism services, he does not purchase the 
right to own the service or the title to that service. 
2.2 Tourism in Greece 
Tourism is essential to the Greek economy. Even though Greece was called to face 
economic and political instability, it still remains a very popular destination for travelers. 
‘’Vacation crowds are still attracted to summer hotspots such as Crete, the Ionian Islands, 
and the South Aegean regions. In 2018, travel and tourism was estimated to have directly 
contributed 15.1 billion euros to GDP in Greece.’’ (Jennifer Luty, 2019) 
 ‘’Approximately 28.7 million arrivals were recorded at travel accommodation in Greece in 
2018. International tourism was the highest contributor, with around two thirds of arrivals in 
tourism accommodation coming from a foreign country. Since 2009 international visitor 
number to Greece has steadily increased. Including overnight and same-day visitors, figures 
reached over 30 million by 2017.’’ (Jennifer Luty, 2019) 
More specific, the number of arrivals in tourism accommodation in Greece from 2006 to 
2018, are represented in the figure below.  
 
Figure 1: Number of arrivals in tourist accommodation Greece 2006-2018. Reprinted from Statista 
GmbH, published by Jennifer Luty. 
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According to the results of the survey on arrivals and nights spent in hotels, similar 
establishments and tourist campsites, conducted by the Hellenic Statistical Authority 
(ELSTAT), for the total of these establishments, in 2018 compared with 2017, an increase of 
4.7% is recorded in arrivals. As regards the breakdown of the survey data by NUTS 2 
Region, an increase is observed in arrivals and nights spent, in absolute values, in Kriti 
(9.2% in arrivals and 2.5% in nights spent), Notio Aigaio (7.5% in arrivals and 5.3% in nights 
spent), and Attiki (3.9% in arrivals and 3.0% in nights spent). Regarding the city of 
Thessaloniki, it can be observed (Figure 2) that there was an increase of 1.4 % in the whole 
area of Central Macedonia from 2017 to 2018. This increase is considered to be very 
important for sales representatives, who should take advantage of it and use even more 
effective sales practices. 
 
Figure 2: Arrivals at hotels, similar establishments, and tourist campsites, by NUTS 2 Region, 
2017 and 2018. Reprinted from Hellenic Statistical Authority (July 2019). 
Furthermore, according to SETE (Greek Tourism Confederation since 1991), in January 
2020 there were listed 407.000 airport arrivals, which is translated into an increase of 8.3 % 
compared with airport arrivals in 2019. This increase is due exclusively to the airports of 
Athens and Thessaloniki. More specific, there was an increase of 5.6 % in international 
flights to Athens airport and an increase of 16.9 % to Thessaloniki airport. In January 2020, 
there were listed 626.000 road arrivals, in comparison with road arrivals in January 2019, 
which was 462.000. For 2019, there was an increase of 12.8 % in tourism revenue, in 
comparison with the previous year. 
2.3 The perfect salesforce 
Every organization in tourism industry should understand the way that salespeople are 
programmed, what makes them happy, productive, unproductive, motivated, and 
unmotivated. A high performing sales force is about leading and motivating other people, 
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about influencing each salespeople do what is necessary for the organization, at consistently 
high success levels. ‘The essence of the perfect salesforce is: Natural talent operating under 
specific conditions. There are three different fields that should be mentioned in order to 
understand that sales are about people and not process.’ (Derek Gatehouse, 2007) 
Natural talent: 
Natural talent is essential for a salesperson. Talents are inborn skills that cannot be taken 
away and they cannot also be taught to other persons. According to Dr. Larry L. Clark of 
Clark Systems, 50% of the results for outside salespeople are due to their natural talent or 
aptitude. However, it is possible for a salesperson that has not ‘natural talent’ or aptitude to 
be successful, maybe although they ought to try harder.  
Training: 
If the following three criteria are met, training, according to Gatehouse (2007), offered by 
tourism organizations, will led to the raise of salespeople’s performance. 
- The first one of the criteria is the presence of the natural talent. It is required in order the 
training to raise performance in a significant way. 
- Secondly, every salesperson should adopt the training curriculum. Trainees should be 
given the opportunity to mix and match every training process in a view to develop their 
techniques and achieve a comprehensive picture of the whole sales process. Sales 
representatives should learn how to use many and various tools and choose the ones that 
they each feel comfortable with. 
- Thirdly, training programs must show respect to salespeople’s personalities and habitual 
behaviors. Through sales training, tourism enterprises have the opportunity to establish and 
maintain an effective sales personality. 
Conditions: 
According to Gatehouse (2007), supportive working conditions are of primary importance for 
the development of strong sales teams. A positive working environment brightens the mood 
and helps both employees and employers to concentrate on their target.  Sales 
representatives need the appropriate conditions in order to flourish and help tourism 
enterprises to gain their organizational goals.  
2.4 Characteristics of Successful Salespeople 
‘’Personal selling is a person-to-person business activity, in which a salesperson uncovers 
and satisfies the needs of a buyer to the mutual, long-term benefit of both parties. {..} Selling 
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involves helping customers identify problems, offering information about potential solutions 
and providing after-sale service to ensure long-term satisfaction. The phrase often used to 
describe this is customer-centric, which means making the customer the center of everything 
the salesperson does.’’ (Castleberry, 2011) Every sales representative should deeply 
understand that each client is unique. A successful sales manager should have a plethora of 
characteristics in order to reach his/her goal. Depending on previous researches, there are 
some main features that each salesperson should have in order to succeed. 
• Self-motivated 
Salespeople should be self-motivated, and achieve their goals depending on their own skills 
and experience. Self-motivation gives salespeople the strength to complete a task by 
learning from their own mistakes and without being influenced from other people or 
situations. ‘’Whatever the strategy, self-motivation is always longer lasting and sustainable 
than external motivation. {..} With the changes taking place within printing and 
communications in general, salespeople must stay motivated to embrace change and forge 
ahead to success.’’ (Rickard, 2015) 
• Dependability and trustworthiness 
Each successful sales manager should appear trustworthy and in order to gain loyal clients. 
They should be responsible, principled and on time with a view to build strong long-term 
relationships. Customer trust is a topic of both theoretical and practical importance. The 
emerging theory of relationship marketing is centered on customer trust (Morgan and Hunt, 
1994), and it is reasonable to posit the salesperson as a key factor in trust development in 
business-to-business marketing.  
• Ethical sales behavior 
Ethical behavior is the key to the development of strong long-lasting relationships between 
the organization and the client. Regardless of a company's reputation, clients become loyal 
when they can trust the salespeople. Sales representatives should offer to clients honest and 
fair deals, respond to their questions in time and support them both before and after the 
service is provided. 
• Customer and product knowledge 
Successful sales managers should know exactly the service they are selling and their 
customer’s needs in order to meet their expectations and gain a competitive advantage. 
‘’Knowledge is power and for retailers, product knowledge can mean more sales. It is difficult 
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to effectively sell to a customer if we cannot show how a particular product will address his or 
her needs.’' (Hudson, 2018)  
• Analytical skills and the ability to use information technology 
Due to the rapid technological development, sales managers and sales teams are called to 
use online sales tools on a daily basis. This advanced technology, offers organizations the 
opportunity to enhance the tools that they already use and represent better their product/ 
service. 
• Communication skills 
‘’Communication is the key factor in the success of any organization.’’ (Agarwal, 2012). Sales 
representatives should be good listeners, offer solutions to any problems and respond 
immediately to any questions asked. In order to gain loyal customers and target new 
international markets, salespeople should deeply understand client’s needs and recognize 
cultural differences. 
• Flexibility and agility 
According to Gatehouse (2007), due to the high competition level between tourism 
enterprises, each service provided should be tailor made. Successful salespeople should 
adapt to each selling situation properly and on time.   
• Creativity 
Sales representatives should use the endless amount of information available to provide 
new, innovative ideas with a view to pleasantly surprise both existing and potential 
customers with a differentiated product/ service. Wang and Netemeyer (2004) define 
creativity as: ‘the amount of new ideas generated, and novel behaviors exhibited by the 
salesperson in performing his or her job activities.’’ 
• Confidence and optimism  
Successful salespeople can build confidence in their prospects and clients by knowing their 
strengths and weaknesses. They are well prepared for every sale; they learn from their 
mistakes and they are willing to try even harder. Based on Schulman’s research (1995), 
optimists outsold pessimists by 20 to 40 percent, concluding in the fact that: ‘’ Optimism has 





• Emotional intelligence 
According to Mayer and Salovey (1997), ‘’ Emotional intelligence is a set of mental abilities to 
do with emotions and the processing of emotional information that are a part of, and 
contribute to, logical thought and intelligence in general. These abilities are arranged 
hierarchically from basic psychological processes to the more psychologically integrated and 
complex and are thought to develop with age and experience in much the same way as 
crystallized abilities. […] they are considered to be independent of traits and talents and 
preferred ways of behaving.’’ 
2.5 Marketing communication mix, B2B and B2C 
The marketing communication mix is highly associated with public relations, direct marketing, 
word of mouth and personal selling. While B2B and B2C marketing approaches are also 
worth to be analyzed in a view to find out how salespeople attract more businesses and 
individuals.  
- Public Relations 
‘’Public relations (PR) includes all the activities that a tourism or hospitality organization uses 
to maintain or improve its relationship with other organizations or individuals.’’ (Hudson, 
Simon, 2008). According to Mathieson and Wall (2006): “tourism is both an economic and a 
social phenomenon that is an agent of change in these areas as well as for the environment. 
Tourism involves the tourists, the destination and its people, and the routes and means by 
which they are brought together.” 
- Direct Marketing 
‘’Direct marketing is a marketing system, fully controlled by the marketer, that develops 
products, promotes them directly to the final consumer through a variety of media options, 
accepts direct orders from customers and distributes products directly to the consumer.’’ 
(Hudson Simon, 2008) Tourism enterprises have come to put greater emphasis on customer 
loyalty which led to the increase of popularity of direct marketing. The use of databases is 
vital in direct marketing, as it allows salespeople understand better their clients and respond 
immediately to their needs. 
- Word of Mouth 
‘’Word of mouth is communication about products and services between people who are 
perceived to have no vested interest in promoting them.’’ (Hudson Simon, 2008) Tourism and 
hospitality industry should focus on this communication tool. People pay special attention in 
recommendations or advice from friends, relatives, peers, and influential persons. 
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Nowadays, social media influencers are without doubt one of the most powerful mean of 
communication. According to Silverman (2001) the word of mouth is so powerful for ten key 
reasons: it has independent credibility, it delivers experience, it is more relevant and 
complete, it is the most honest medium, it is customer-driven, it feeds on itself, it has expert 
power, influencers like to influence, it saves time and money and it is an illusory force. 
- Personal Selling 
‘’ Personal selling is a personalized form of communication in which seller presents the 
features and benefits of a product to a buyer for the purpose of making a sale.’’ (Hudson 
Simon, 2008) Personal selling is further analyzed in the next section.  
- B2B marketing 
B2B marketing refers to the marketing of products or services to other businesses and 
organizations. Salespeople should focus on understanding the buyers in order to reach to an 
agreement and gain a competitive advantage. Nowadays, B2B market is one of the largest 
markets, so sales representatives should differentiate their product/service in a view to 
increase their market share. B2B marketing focuses mainly on price and the potential of 
profit, while B2C marketing depends on the product/service as well as its popularity. 
- B2C marketing 
According to Oracle (2002), business-to-consumer (B2C) is “a term describing the 
communication between businesses and consumers in the selling of goods and services”. 
B2C approach involves goods, products, services as well as the two-way exchange of 
information between the client and the business. Regarding B2C marketing, salespeople 
should focus on client’s expectation of the tourism product and built a trustworthy long-term 
relationship.  
2.6 Personal selling 
2.6.1 Roles of personal selling 
Personal selling has many and various important roles in the tourism and hospitality industry. 
Depending on the results of previous researches, six of them are discussed below. 
- Gathering Marketing Intelligence 
Salespeople must gather information of new trends appear in the tourism industry and how 
their competitors analyze and handle them. Within this intelligence process, data collection is 
an essential element that can comprise a significant part of the resources allocated toward 
developing insights (Prescott and Fleisher, 1991). Data collected by the salespeople are 
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usually sent to the company’s sales manager, where information can be used appropriately 
at a later date.  
- Locating and Maintaining Customers 
Salespeople should deeply understand their target customers and their needs in order to 
complete their market research. Retaining valuable customers is also vital for an 
organization’s growth. Salespeople should pay attention on customer’s feedback on their 
performance and use this important information later in a view to gain loyal customers. ‘’ In 
order for business suppliers to retain customers at current or enhanced levels of business, 
they must maintain high levels of satisfaction among their customers.’’ (Rust and Zahorik, 
1993) 
- Promoting to the Travel Trade 
The measurement of product placement has been the subject of much discussion, but 
researchers are beginning to measure and track the effectiveness of product placement 
(Atkinson 2004). Personal selling referred to be one of the most effective communication 
tools in promoting and placing a product/ service to the travel trade. Promoting to the travel 
trade is of primary importance for salespeople and as a result the purchasing power of clients 
seems to be impressive. 
- Generating Sales at Point of Purchase 
Sales representatives can significantly increase the likelihood of purchase through personal 
selling techniques. Every employee in tourism and hospitality industry has a great 
opportunity to up-sell while they also have a great influence on the purchase decision of the 
client. Proper training of salespeople will lead to the increase of sales. 
-  Using Relationship Marketing 
The term ‘Relationship Marketing’ was popularized by Berry (1983); he defined relationship 
marketing as “the process of attracting, marinating and, in multi-service organizations, 
enhancing “Customer Relationship” Gronroos (1990) defined relationship marketing as “the 
process of establishing, marinating, and enhancing relationship with the customers and other 
partners at a profit, so that the objectives of the parties involved are met. This is achieved by 
a mutual exchange and fulfillment of promises”. Professional sales representatives should 
show personal attention to key clients. This attention usually results in increased sales and 
repeat use. Relationship marketing processes have become known as ‘customer relationship 
management’ (CRM). 
- Providing Detailed and Up-to-Date Information to the Travel Trade 
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‘Providing detailed and up-to-date information to event planners and travel trade: it is 
important to keep business event planners and travel trade companies updated on new 
developments in the destination. This is the case at travel shows and exhibitions where 
salespersons dispense much detailed information at their booths.’ (Alastair M. Morrison, 
2013) 
2.6.2 Objectives of personal selling 
There are some general objectives that are commonly appear in the tourism and hospitality 
industry.  
- Sales Volume 
Successful sales representatives rely on their ability to meet their target, so sales volume is 
an important metric in sales and marketing. According to Chris (Brewin & Ferrier, 2005) 
flexibility in decision making and implementing would positively affect the sales volume of the 
firm. While, Jensen (2008) argued that decision making is major factor that affect firm’s sales 
because all activities rotate around decisions that management implement. The 
salesperson’s perceived interpersonal skills have a positive influence on volume (Vilela et al., 
2008). An increase on sales volume helps a tourism organization to achieve revenue growth. 
- Cross Selling, Up Selling and Second Chance Selling 
Cross-selling takes part when salespeople offer a client the opportunity to purchase allied 
products as well as the obvious core products. ‘’A proper implementation of cross-selling can 
only be achieved if there is an information infrastructure that allows managers to offer 
customers products and services that tap into their needs but have not been sold to them 
yet.’’(Kamakura, 2003) Through up-selling, tourism companies, such as hotels and resorts, 
have the opportunity to upgrade price and profit margins by selling higher-priced products. 
Another concept is the one of second chance selling, in which sales representatives contact 
a client who has already booked a service. In this concept, salespeople usually try to sell 
additional products/ services such as airport pick-ups, upgrade rooms and the addition of 
food and beverage services.   
- Market Share 
Tourism and hospitality industry include many sectors such as hotels, resorts, airlines, cruise 
lines, fast-food chains, restaurants, and rental car companies, each of them desires a 
different market share. It is widely recognized that one of the main determinants of business 
profitability is market share. Therefore, sales representatives are most of the times called to 
increase and measure market share, in a view to gain a competitive advantage and earn new 
clients. ‘’It is now widely recognized that one of the main determinants of business 
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profitability is market share. Under most circumstances, enterprises that have achieved a 
high share of the markets they serve are considerably more profitable than their smaller-
share rivals.’’ (Buzzell, 1975) 
- Product Specific Objectives 
According to Hudson S. (2008), salespeople should set specific product objectives, which 
most of the times are associated with up selling and second chance selling. Product 
objectives are targets for product development or product management. These objectives 
might be the selling of more hotel suites, tailor-made holiday packages, honeymoon 
packages or more premium car rentals. Every sales representative who wishes to succeed 
should set objectives and then the hotel manager should reward their performance with 
bonuses or incentives. 
2.6.3 The sales process 
Developing a relevant and workable sales process is perhaps the most important aspect of a 
successful sales strategy. Relying on previous researches and bibliography, the sales 
process consists of seven steps: prospecting and qualifying, pre-planning, presentation and 
demonstration, negotiation, handling objections and questions, closing the sale and following 
up after closing. 
- Prospecting and qualifying 
Prospecting is the process of searching for potential clients and find out if they are willing to 
make a purchase. Tourism enterprises should train salespeople on how to prospect in order 
to increase their market share by gaining new clients. 
- Pre-planning 
In the pre-planning stage, a salesperson needs to collect as much information as possible 
about the prospect in order to be fully prepared during the presentation. Then, salespeople 
need to arrange an appointment with the prospect, and be well prepared with details prior the 
sales presentation. ‘Sales representatives have three principal objectives in their approach: 
to build rapport with the prospect, to capture a person’s full attention and to generate interest 
in the product.’ (Hudson Simon, 2008) 
- Presentation and demonstration 
In this stage, sales representatives should focus on ‘story-telling’ in order to gain attention, 
hold interest, arouse desire, and inspire action. They should also be good listeners in order 
to understand better customer’s needs. Shepherd et al. (1997) found that effective listening 
includes creating a situation in which the speaker wants to share information, accurately 
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adding meaning to the message being received, evaluating, the message, and providing 
feedback. Brooks (2003) suggests that active listening consists of focusing on the speaker as 
well as the message, not being preoccupied, analyzing the message, avoiding interrupting 
the speaker, providing feedback, asking questions, recording what is being said, and 
responding.  
- Negotiation 
Tourism enterprises and travel agents or individuals need to reach an agreement on the 
price and the rest terms of the sale. Alexander et al. (1994) describe negotiating strategy as 
“reliance on a problem-solving orientation, wherein the party is seeking to engender trust and 
mutual support. The focus is on seeking an integrative solution that is achieved via open and 
accurate informational exchange, mutual concessionary behaviors and mutual respect for 
individual goals.” Sales managers (Marshall et al., 2016) rank negotiating skill as the fifth 
most important sales presentation skill. 
- Handling Objections and Questions 
The ability to handle objections is a vital part of sales effectiveness (Clark, Drew, & Pinch, 
1994; Johike, 2006) and, not surprisingly, salespeople who more effectively respond to 
customers objections receive stronger evaluations (Campbell, Davis, & Skinner, 2006). At 
the time that the presentation is completed, prospects may ask questions and raise one or 
more objections. There are many and various effective ways to handle objections and 
answer questions, and salespeople should use any of them in order to gain the prospect’s 
attention and close the sale. 
- Closing the Sale 
Wotruba and Castleberry (1993) report that national account salespeople consider their 
closing skill to be highly important to their sales success, while Jolson (1997) states that 
proper closing is an important part of proper relationship selling. During the closing, the sales 
representative and the prospect should agree and normally the prospect make a definite 
purchase or a reservation. Closing the sale is supposed to be the most important stage of the 
sales process, which also requires paying attention to the prospect’s words and body 
language. 
2.6.4 Sales management 
‘’Sales management is the management of sales force and personal selling efforts to achieve 
desired sales objectives,’’ (Hudson Simon, 2008) Sales management has some important 
steps, four of which are discussed below. 
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- Recruiting Salespeople 
During the recruitment phase, tourism enterprises try to collect a pool of candidates through 
job postings, job referrals, advertisements, and college campus recruitment. Then, interviews 
and other methods of assessment follow for the candidates who respond to the company’s 
announcement. There is a plethora of psychological and non-psychological evaluation tests 
which are used in recruitment nowadays. ‘’Some evaluation techniques can only be used for 
a specific group of tasks, while others are applied for projections in a wide array of jobs.’’ 
(Pearn, 1989) 
The idea of “the right person for the right position” was already present among Fayol’s (1916) 
management principles. If the right employees are hired for the right positions, it is more 
likely for an organization to achieve its goals, solve any tasks occurred during its operation, 
and gain a competitive advantage. Tourism organizations tend to select the most appropriate 
employees for each position, while employees wish to find a job that best meets their needs 
and respect their personality.  
- Training Salespeople 
Every sales representative, however experienced he/she may be, can take advantage of 
sales training programs in order to be improved, because learning how to sell is a continuing 
process. During the last decade, new strategies and new technologies appeared in tourism 
marketing, which salespeople should learn in order to sell in a more effective way. Training is 
a vital component for both the initial and ongoing development of the sales representative 
(Christiansen et al., 1996) and many companies make substantial investments in training 
their salespeople (Dubinsky, 1996; Churchill et al., 1997). The literature suggests that 
training may increase salespeople performance (Walker et al.., 1977; Anderson et al.., 1995) 
and customer orientation (Siguaw et al., 1994; Flaherty et al., 1999).   
- Motivating and Rewarding Salespeople 
According to Maslow pyramid of needs, there are five levels of needs (Maslow, 1943): 
physiological, safety, social, ego, and self- actualizing.  According to Adams' theory, 
employees strive for equity between themselves and other workers. (Adams 1965). 
Motivation has been defined from Kreitner (1995) as: the psychological process that gives 
behavior purpose and direction; a predisposition to behave in a purposive manner to achieve 
specific, unmet needs (Buford, Bedeian, & Lindner, 1995) and the will to achieve.  
Reward systems play a crucial role in attracting new employees, eliciting good work 
performance, and maintaining employee commitment and engagement (Day et al., 2014). 
‘Total reward’ includes all types of financial and non-financial, direct, and indirect, intrinsic, 
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and extrinsic rewards (Armstrong, 2010) and its application contributes to employee well-
being, satisfaction, and productivity (Kaplan, 2007).  
- Evaluating Sales Performance 
Evaluation criteria vary from industry to industry, while also within the same industry. 
Evaluation criteria can be separated to quantitative and qualitative. Quantitative criteria can 
be the number of sales calls made, the number of reports sent, the number of new accounts 
open. While the qualitative criteria are about attitude, teamwork ability, planning skills, 
product knowledge.  
Jackson, Keith, and Schlacter (1983) reviewed issues relevant to measuring the performance 
of salesperson and presented the outcome that sales managers tended to place a great deal 
of emphasis on qualitative bases rather than quantitative bases. 
2.7 Technological Development 
In the twenty-first century, technology has a great influence almost at every process of 
personal selling. Tourism enterprises collect a plethora of information in order to learn how to 
corporate new technology into the business of selling. Internet, and as a consequence social 
media, as well as Artificial Intelligence tools have the ability to continuously inform, persuade, 
and enhance the personal selling component.  
2.7.1 Internet and Social Media  
Internet has by far improve the interaction between clients and tourism enterprises by 
offering the opportunity to remain in touch with the customer (update information, handle 
questions, deal with complaints) in new ways that have not been possible in previous years. 
Every organization in hospitality and tourism industry, of any size, has created a fully 
detailed, integrative, and interactive website in order to represent its services to clients. 
Websites are an important sales tool for sales managers, due to the fact that they are given 
the opportunity to work with customers and help them see the benefits of ordering online.  
“Social media are a set of tools that are free or nearly free and allow marketers and the 
community to create content and meaningful conversation online”. (Levinson and Gibson, 
2010) Some examples of social media are: “blogs, photo-sharing sites, video-sharing sites, 
social networks, audio podcasts, Internet radio […] mobile social sharing and communication 
tools” (Levinson & Gibson, 2010) “The rise of social media dramatically challenges the way 
firms manage their brands. Key features of this social media environment with significant 
effects on branding are a shift from the firm to consumers as pivotal authors of brand stories 
in the branding process; a high level of interactivity manifested in social networks of 
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consumers and brands; and a multitude of channels and brand stories that cannot be easily 
coordinated” (Gensler et all,2013).  
2.7.2 Valuable Technological Tools 
Nowadays, it is generally recognized that technology and travel are the perfect combination. 
According to a Google Travel study, 74% of travelers plan their trips on the Internet. The 
world continues to go digital with numerous supportive tools for salespeople, which are being 
developed on a daily basis. For instance, there is a plethora of online analytic tools, which 
collect visitor’s data from an organization’s website. These data can be used by sales 
representatives to create reports that provide insight into how visitors are using the website. ‘’ 
Users will be able to compare the behavior of visitors who were referred from search 
engines, from referring sites and emails, and direct visits, and thus gain insight into how to 
improve the site’s content and design.’’ (Plaza, 2009).  
Furthermore, there is an excess of online market research tools, many of which are free, or 
offer free and paid-for access. These tools include both real time and non-real time data from 
local users. In this way, salespeople are offered the opportunity to explore potential 
customer’s interests and also find some additional data such as interests over time or 
interests by region. In addition, technological improvement has led to the creation of channel 
manager tools. The channel manager is a computer tool that allows the tourism organization 
to sell its services from many different platforms at the same time. Some main advantages of 
the channel manager are that it is easy to use, it eliminates working hours, it reduces human 
errors, it increases organization’s revenues through the increase of sales and provides 
immediate statistics about the organization’s performance. ‘’With the increasing popularity of 
the Internet and the rapid development of information technology, online distribution 
channels have been intensively promoted by hotel companies in the contemporary business 
environment, and these have been well received by customers.’’ (Masiero and Law, 2016) 
2.7.3 Development of Artificial Intelligence Tools 
Developments in ITs revolutionize both economies and enterprises. ITs are defined as the 
“collective term given to the most recent developments in the mode (electronic) and the 
mechanisms computers and communication technologies) used for the acquisition, 
processing analysis, storage, retrieval, dissemination and application of information. (Poon A. 
1993) ‘‘The enhancements in ITs' processing power in the last decade revolutionize their 
capabilities as they constantly increase computing speed; decrease equipment size; reduce 
hardware and software costs; and improve the reliability, compatibility and inter-connectivity 
of numerous terminals and applications.’’ (Buhalis D. 1998) "In the not-so-distant future, 
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computers will be as familiar part of the business environment as telephones are today. They 
will also be as simple to use as telephones or at least nearly so". (Hopper L. 1990) 
3. METHODOLOGY 
3.1 Overview 
To review, this dissertation aims to examine sales managers’ perceptions on the importance 
of personal selling as a sales process in Thessaloniki city hotels. The first part of the study 
consists of a literature review constructed using both primary and secondary data (academic 
journals, research reports, magazines, university dissertations, academic journal review 
articles, abstracts, open access journals) concerning different sales practices. In the 
beginning, general definitions of tourism and hospitality industry are given, accompanied with 
special characteristics of tourism products/ services. This is followed by an analysis of the 
perfect salesforce and some essential characteristics of successful salespeople. In addition, 
there is a reference on different aspects of the marketing mix with a further analysis of 
personal selling. Lastly, there is a connection between tourism industry and technological 
development and the significant use of internet and social media in the sales process. 
In order to achieve the aim of this thesis and to support the literature review, in the second 
part of the study a qualitative research method is used. The qualitative research aims to 
discover new ideas, ways of thinking, predictions, relationships between clients and 
salespeople and general perceptions regarding the shift of salesperson’s role through the 
years. This research is empirical, as it gathers empirical information with the purpose of 
answering a specific research question. The data collection samples size is small. The 
gathered outcomes are analyzed in a subjective and interpretative way while they can be 
general used within restricted limitations. Qualitative research creates an in-depth 
understanding of behaviors, interactions, social processes that exist in everyday life. 
The research method chosen in this dissertation is in-depth interview. “In-depth interview is a 
formal interview process in which a well-trained interviewer asks the subject a set of semi 
structured questions in a face to face setting” (Hair, 2008). This research method was 
chosen, due to the fact that it includes a list of questions for discussions which allows the 
participants to express their point of view in a more secure way. 
During the interviews, some more questions appeared. Qualitative research has been proven 
to be vital, when analyzing sales in the hospitality and tourism industry due to ‘’the direct and 
personal approach of the interviewer as well as the possibility to actively listen and 
participate in a conversation with the interviewee and the possibility to gain insights of the 
interviewees mind’’ (Branthwaite, Patterson, 2011). In a view to formulate valuable 
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conclusions by gathering answers to the research questions, the qualitative research method 
was chosen. This dissertation thesis aims to collect information regarding the topic and 
compare different perspectives of the salespeople interviewed. The experience of experts in 
sales in the tourism industry will support the statements mentioned in the literature review 
and provide a great amount of information regarding the topic. With the valuable help of the 
interviewees, every research question is properly answered, and further recommendations 
concerning the topic may be presented. 
3.2 Description the Population Sample 
The population sample for the research is five sales representatives, all of them operating in 
organizations at the city of Thessaloniki. The interviewees were mostly people in charge of 
sales management strategies in city hotels, or sales representatives with years of experience 
in tourism organizations. More specifically, two of the participants are sales managers 
working at three-star city hotels, one participant is sales manager operating in a four-star 
hotel, and the other two participants are sales experts now operating in the education 
system. In addition, three of the interviewees are women and two of them are men. 
 Each interview lasted for 15 to 30 minutes and was scheduled based the outline of the 
interview guide. An audio recorder and printed copies of the interview guide were used 
during the interviews. Each interviewee was asked to sign an agreement for his/ her 
participation to the interview in which was also mentioned that the conversation is recorded. 
In case of some interviews that were taken via phone calls, emails were sent in order the 
interviewees confirm their participation. Furthermore, during the whole process, notes 
regarding the answers well held for later use. After all the interviews were completed, the 
conversations were translated into English. There are some limitations regarding the 
population sample, which are discussed in the next section. 
3.3 Limitations 
The research interview was conducted in Thessaloniki, Greece, thus the conclusions can 
only be related to the market of Thessaloniki, or broadly to the Greece market. In addition, 
the size of the research sample is small compering with number of Thessaloniki’s city hotels. 
According to Dr. Margarete Sandelowski (1995), ‘’determining adequate sample size in 
qualitative research is ultimately a matter of judgment and experience in evaluating the 
quality of the information collected against the uses to which it will be put, the particular 
research method and purposeful sampling strategy employed, and the research product 
intended.’’ Furthermore, in some cases, interviewees were unable to answer with extended 
details due to privacy reasons such as protecting their organization’s sales strategies. Lastly, 
none of the participants operates in a five-star city hotel. 
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3.4 Interview Guide Design 
The research interview consists of 8 questions, and 5 sub questions, and they were 
structured with chronological order (past, present, future) in order to gather possible changes 
in sales practices. Firstly, the interviewee is asked to mention which were the main sales 
practices in the past. Then, there is the same question regarding sales practices of 
nowadays (section 2.5) and sub question regarding the use of channel manager, which is 
supported with literature in section 2.7.2. In the next question the interviewee is asked to 
mention which are the most effective sales practices in their personal opinion. Next, a 
question regarding the frequency of meetings with travel agents or individuals is stated 
(section 2.6.1 in literature). Following this, the interviewees are asked if they have 
participated in tourism exhibitions and how this affects the increase of sales but also their 
reputation in the market trade. Next, there is a question regarding the valuable tools offered 
by technological development and how their use can lead to the increase of sales (section 
2.7). After this, the interviewee is questioned to answer in which extend is the role of sales 
manager shifted through years. In relation to this question, the interviewee is also asked to 
number some essential characteristics of a successful sales manager (section 2.3 and 2.4). 
Last but not least, each candidate is asked to refer to his/ her personal opinion regarding the 
importance of the role of personal selling in the increase of sales. In closing, each 
interviewee is asked if there are any recommendations for further research or discussion and 
to conclude the interview.  
4. FINDINGS AND DATA ANALYSIS 
4.1 Data Analysis 
For a clear and enhanced understanding of the topic of this research paper, the results are 
organized in 8 subsections, each corresponding to one question of the interview. 
4.1.1 Main sales practices in the past 
Regarding the first question, candidates were asked about the main sales practices in the 
past. The majority of the interviewees mentioned both means of communication and 
practices that were used in order to present and sale the tourism product. 
Concerning the answers, 4 out of 5 candidates replied that phone and fax were used in a 
great extend for sales. Practices such as word of mouth, B2B, B2C and personal contact with 
the client were of primary importance. The major strong point as perceived by the 
respondents is the building of strong personal relationships with both individuals and tour 
operators. It was mentioned from a sales manager operating in a 3* hotel, that: ‘’Well-built 
personal relationships are the base for the creation of long-lasting business relationships’’. 
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Furthermore, there was a great use of certain contracts with tour operators and many sales 
on credit. These sales were a result of trustworthy relationships between the sales manager 
and the agent. Another sales representative mentioned that: ‘’Every sales manager wishes to 
create his/ger own group of contacts in a view to present the product/service provided and 
gain a competitive advantage.’’ 
4.1.3 Main sales practices of today and the use of channel manager 
The second question was regarding the main sales practices of today. The answers also 
include both means of communication and sales practices. In comparison with the past 
years, the use of e-mails has increased, thus the role of the phone and fax is now a second 
choice. 
Furthermore, there is a great increase of technological tools, and sales managers are called 
to handle a great volume of information. A sales representative mentioned that: ‘’Although e-
tourism has changed, in a great extent, the duties of a sales manager, a big part of traditional 
sales practices still exists.’’ 
Regarding the first sub-question, candidates were asked if they use channel manager. All the 
respondents answer that channel manager is a significant tool that has entered our daily 
lives, and they all use channel manager in Reservations Department. 
Regarding the second sub-question, interviewees were asked to mention some positive and 
negative results of the use of channel manager. On the one hand, there is a plethora of 
advantages that a channel manager offers to tourism enterprises. Concerning the answers, 4 
out of 5 interviewees stated that through  channel manager they can handle much more 
travel agencies in less time, they set standard supplies with each one of them, they can 
target on specific markets and make statistics reports as well as overbookings can be 
prevented. While one sales manager mentioned that his organizational goal is to increase 
the sales volume independently of the use of channel manager. 
On the other hand, some sales representatives mentioned that there are also some 
disadvantages regarding the use of channel manager. An interviewee answered that only in 
case that the channel manager includes less than three channels, its use can be eliminated, 
and that they sometimes face difficulties only with the technical support. While, another 
respondent mentioned that channel manager is impersonal and does not offer the 
opportunity to build long-lasting business relationships.  
4.1.3 Most effective sales practices 
Regarding the third question, the candidates were asked about the most effective sales 
practices. The majority of the respondents stressed out that there is no specific sales 
practice that can be stated as effective. Each individual client and each tour operator differ 
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greatly. There are different sales approaches for each target group. A sales representative 
with yearly work experience in city hotels, who is now operating in education stated that ‘’ 
Each client is unique. You should adopt the most effective practice to each target group. In 
case of tour operators, the most significant tool is the creation of trustworthy relationships. 
While in case of individuals, a strong web presence is of primary importance.’’ 
4.1.4 Frequency of appointments with travel agents 
For the fourth question, the candidates were asked about the frequency of appointments with 
travel agents arranged. The answers vary depending on the goals of each city hotel. A sales 
manager of a four-star hotel in Thessaloniki answered that she arranges appointments a 
least four times a year. A sales manager of a three-star hotel answered that the 
appointments take place twice a year, thus he wishes to increase the frequency.  
Moreover, 2 out of 5 sales representatives mentioned that the frequency of the appointments 
is strongly depend on the demand of each period. For instance, in case of hotels that only 
operating during summer season, there will be contacts during winter in order to present their 
tourism product. In case of city hotels, meetings are often arranged before school season, 
summer season and holiday season, depending on the groups each hotel would like to 
attract.  
There was a sub-question take place, regarding the frequency of the appointments through 
the years. According 3 out of 5 respondents, the frequency is decreased mainly due to 
technological improvement. ‘’Nowadays, there is a plethora of technological tools that both 
individuals and travel agencies are able to use in order to reach the hotel. Specifically, in 
case of tour operators, there are standard supply packages that can be signed through on-
line systems, which offers obstacles to the creation of personal relationships.’’ (Sales 
manager in 3* hotel) The other two interviewees mentioned that the frequency of face-to-face 
appointments is increased during the last few years and they keep trying to increase it more 
in a view to gain their organizational goal. 
4.1.5 Participation in tourism exhibitions 
In the fifth question, the interviewees were asked regarding their participation in tourism 
exhibitions in Greece and abroad. All of them answered that they participate in exhibitions at 
least once a year and that their participation has positive outcomes both for the hotel and the 
development of their personal brand. Nowadays, there are many exhibitions taking place all 
over the world and sometimes during the same time of the year, for this reason sales 
managers are called to decide which tourism exhibition will meet their needs. 
Regarding the sub-question referencing in which way their participation affects the increase 
of sales, 4 out of 5 respondents stated that an increase in sales was observed after B2B 
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appointments in exhibitions, mostly due to their contact with travel agencies from abroad. A 
sales representative stated that ‘’ Every city hotel which wishes to promote its tourism 
product to the market, should participate in exhibitions, otherwise it does not exist.’’ While a 
sales manager working at a three-star city hotel mentioned that ‘’ The results from B2B 
meetings cannot be easily measured due to the fact that the increase in sales may come in a 
later time of the year.’’ 
Furthermore, a sub-question took place regarding the way their participation affect them in a 
personal level. The majority of the participants stressed out that a participation in such 
exhibitions is vital for their reputation. A sales manager operating in a four-star hotel in 
Thessaloniki mentioned that ‘’By participating in tourism exhibitions both in Greece and 
abroad, I was given the opportunity to improve my communication skills and become more 
extrovert.’’ While a sales manager working at a three-star city hotel stated that: ‘’In every 
tourism exhibition, there is a plethora of seminars and prepared speeches from tourism 
executives, which offer valuable information for different tourism trends around the world. 
This wide range of opportunities and choices will broaden my horizons.’’ 
4.1.6 The use of technological tools in the increase of sales 
Regarding the sixth question, respondents were called to answer if they make use of 
technological tools in a view to increase the sales volume. Concerning the answers, 3 out of 
5 respondents mentioned that they use such technological tools, in a view to organize their 
marketing plan and set new organizational goals depending on statistic provided. They are 
also given the opportunity to gather valuable information for potential clients and target new 
groups. 
Furthermore, 2 out of 5 interviewees stated that technological tools which provide information 
about new market trends and market analysis, gives them the chance to respond 
immediately to reviews and complaints resulting in the increase of their web-site traffic. 
Moreover, all the participants stressed out that one of the most valuable benefits of such 
tools is that sales managers can educe information about their competitors. ‘’There are free 
online platforms where you can define your competitors and then gather significant 
information regarding their prices and availability in order to build your strategic plan.’’ (sales 
manager at 3* hotel)   
4.1.7 The role of sales manager  
In the seventh question, interviewees were asked to state in which extend the role of sales 
manager has been shifted through years. The vast majority of the respondents mentioned 
that, nowadays, the role of the sales manager is more complex in comparison with the 
previous years. There is an increase of duties mostly due to technological improvement. ‘’ 
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During the last 15 years the role of sales manager has shifted from reservation manager to 
sales manager and at some point, nowadays, he has become revenue manager.’’ (sales 
manager at 4* hotel) 
 Furthermore, participants agree that there are some specific characteristics that every sales 
manager should have in order to succeed. The most common answer was that sales 
managers should know exactly the service they are providing and the target group they wish 
to attract. Some other characteristics based on ethical behavior were also mentioned such 
as: trustworthiness, common courtesy, empathy, morality, and respect. A sales 
representative stated that: ‘’ We buy from the one we trust, like and admire.’’  
4.1.8 The importance of personal selling  
The following answers, regarding the final question, describe the respondent’s personal 
opinion concerning the importance of personal selling. All the interviewees agreed that the 
creation of strong impersonal relations, both with travel agencies and individuals, is of 
primary importance for the increase of sales. 
The last few years different trends have appeared in tourism industry. Tourists around the 
world search unique, once in a lifetime experiences, thus massive tourism has declined. 
‘’Greece is a widely known country for its hospitality and warm, friendly, secure atmosphere 
that Greek people have managed to create through years. Tourists are searching for an 
environment like this, so building personal relations is vital for tourism development.’’ (sales 
manager at 4* hotel) 
‘’Despite of the technological growth, the creation of personal relations is the most important 
part of the sales process. Every hospitality and tourism enterprise should communicate its 
vision worldwide’’ (sales manager at 3* hotel) 
4.2 Interpretation of Findings/ Overall Discussion  
In this chapter of the dissertation, the findings of the research are being presented, 
discussed, and interpreted. The present dissertation attempts to identify the importance of 
personal selling as a sales process in city hotels at Thessaloniki. Through semi structured 
interviews, sales representatives operating in city hotels and education system at 
Thessaloniki, provided valuable results regarding the research topic. 
It is worth mentioning that every participant stated that means of communication in city hotels 
have changed due to technological development, while main sales practices have survived 
through the years. It is strongly perceived by the respondents that personal selling is of 
primary importance for tourism enterprises. The majority of the interviewees conclude that 
each client is unique and different sales practices should be applied to different target 
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groups. Almost every sales process of the marketing mix (section 2.5 literature review) such 
as word of mouth, B2B, B2C and personal selling was mentioned by the respondents. An 
effective sales manager should respond to client’s needs in time in order to gain loyal 
customers and overcome competition.  
Considering the frequency of the appointments arranged, the answers of the participants 
vary depending on each season’s demand and target groups. It is perceived that each city 
hotel aims in two to four meetings with travel agencies during a year. Most of the 
respondents mentioned that the frequency has declined through years, while some others 
state that an increase has been observed. All of them, though, agree that face-to-face 
meetings with potential clients (travel agents and individuals) are vital for organizational 
growth (section 2.6.1). In addition, every city hotel participating in this research, performs in 
tourism exhibitions at least once a year. Their participation has only positive outcomes for the 
hotel as well as in personal level for sales managers. The vast majority, 4 out of 5 
respondents mentioned that an increase in sales was observed after the exhibitions, while all 
of them agreed that a plethora of valuable information was offered to them during their 
participation. 
Furthermore, great care should be taken when using technological tools. Opinions were 
shared regarding the advantages and disadvantages of using channel manager in city hotels 
(section 2.7.2). Most of the respondents, 4 out of 5, stressed out that there is an excess of 
advantages such as the quicker updates of prices and availabilities, the elimination of 
overbookings and the formation of statistical reports. While other interviewees mentioned 
that channel manager is not necessary in case it includes small number of tour operators. It 
is relevant to mention that all the participants stressed out that the use technological tools for 
market trends and analysis can only be useful for hospitality and tourism enterprises (section 
2.7). Sales representatives are given the opportunity to gather new market trends, analyze 
the profiles of potential clients and gain a competitive advantage. 
The last two questions of the interview summarized the respondent’s opinions regarding the 
role of sales manager through the years and the importance of personal selling as a sales 
process. The vast majority of the participants conclude that the role of sales manager 
operating in city hotels has become more complex. Nowadays, sales managers should 
combine their knowledge, communication skills, and ethical behavior with the use of new 
technological tools (section 2.4). At this point it needs to be mentioned that all the 
respondents agreed that creating strong personal relations is the base for the increase of 
sales revenue and can result in organizational up growth. This personalized form of 
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communication offers hospitality and tourism enterprises the opportunity to meet their client’s 
needs and build trustworthy relations in a most effective and direct way (section 2.6).    
5. CONCLUSION AND FURTHER RESEARCH 
The present dissertation aiming in the investigation of the importance of personal selling as a 
sales process in city hotels at Thessaloniki, Greece. A literature review revealed what 
researchers have discussed and summarized their insights. By conducting semi-structured 
interviews with sales managers and sales representatives operating in Thessaloniki’s 
organizations, the present dissertation aims to compare these insights with the industry’s 
opinion. Based on empirical data and the literature review, a number of conclusions can be 
drawn.  
Nowadays, each hospitality and tourism enterprise that wants to increase sales volume 
should deeply understand that each type of traveler is unique, and everyone is searching for 
personalized experiences. In the literature review of this thesis, many and various sales 
practices were mentioned, which were later agreed with candidate’s responses. In any case, 
it is strongly observed that different sales practices should be applied to different target 
groups. Quick and direct respond to client’s reviews and complaints is the base of gaining 
loyal customers and overcoming competition. All the respondents agree that face-to-face 
meetings with existed and potential clients are of primary importance. Also, their participation 
to tourism exhibitions is followed by an increase in sales as well as a development in their 
communicational skills. Furthermore, new technological tools represent an ongoing trend 
where hospitality has a lot to gain. The use of technological tools for market trends and 
analysis was mentioned to be vital for the increase of sales, due to the fact that it provides a 
plethora of information regarding new market trends, and profiles of potential clients. 
It is also worth to mention that the participants conclude to the fact that the role of sales 
manager operating in city hotels has become more complex through the years. The 
combination of basic characteristics such as experience, communication skills, ethical 
behavior and technology knowledge are some of the qualifications that a successful sales 
manager should merge. Considering the results obtained and the aim of this dissertation, it is 
crucial to be stressed out that personal selling is the base for the increase of sales in a city 
hotel. In this continuously progressing environment, sales representatives should focus on 
building strong personal relations in order to gain a competitive advantage and increase 
sales. Sales representatives play a key role in the creation of long-term buyer-seller 
relationships. Hospitality and tourism enterprises should focus considerable attention on 
building sustainable, competitive advantages by developing cooperative relationships with 
travel agencies, individual clients, and tour operators. 
34 
 
In conclusion, a further research regarding the topic can be suggested. In particular, there is 
lack of participants operating in five-star hotels. Interviewing sales managers of every 
category of city hotels would be vital and offer rounded results. This would also provide a 
bigger population sample and give a better impression of overall research’s conclusions. 
There is also a number of additional areas for future research regarding the building of a 
salesperson brand name. This would help to further understand salespeople’s personal 
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7.1 APPENDIX 1 
Consent for participation in a research interview 
Dear Sir/ Madam, 
The present research is conducted from the student Charoula Zimpoulidou, in the frame of 
my dissertation for the master program, MSc in Hospitality and Tourism Industry of 
International Hellenic University under the supervision of Professor Stefanos Giannikis. The 
41 
 
dissertation aims to investigate the importance of personal selling as a sales process in city 
hotels. The following interview will last from 15 to 30 minutes. An audio recorder and printed 
copies of the interview guide will be used during the interviews. After all the interviews are 
completed, the conversations will be translated into English.  
All the responses will be used exclusively for the present research and all private data will be 
kept anonymously. The outcomes will be utilized only for the present research, in order to 
find out the importance of personal selling. 
Thank you very much for your time. 
Hereby, I reconfirm that I have been informed from Ms. Charoula Zimpoulidou, concerning 
the aims of the research. I have also been informed that there will be an interview that it will 
be recorded. My participation to the research requires that all personal data will be kept 
confidential. 






7.2 APPENDIX 2 
Interview Guide 
1. Which were the main sales practices in the past? 
2. Which are the main sales practices today?  
            - Do you use channel manager? 
            -Which are some positive and negative results of the use of channel manager?   
3. In your opinion, which is the most effective sales practice? 
4. How often do you arrange appointments with travel agents? 
            - Is the frequency increased or reduces during the last years? 
5. Do you participate in tourism exhibitions in Greece and abroad? 
           -In which way, do you think this affect the increase of sales? 
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           -In which way, it affects you in a personal level? 
6. During the last decade, the rapid technological growth has offered valuable tools for 
the analysis of the global market and the accumulation of information for potential 
clients. Do you make use of such tools in order to increase sales? 
7. In which extend, do you think that the role of sales manager has been shifted through 
years? 
8. Is the creation of strong interpersonal relations, both with travel agents and 
individuals, fundamental for the increase of sales? 
 
